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REACHING THE CHANGING WOMAN CONSUMER: 
AN ADVERTISING EXPERIMENT 
INTRODUCTION 
In The Coming Matriarchy: How Women Will Gai.n the Balance of Power, 
Elizabeth Nickles (1981) states 
"We are living every day with the elements that will turn 
our world upside-down. We are those elements." 
This statement portrays the dynamism with which marketing and advertising man-
~gers must deal in attempting to influence women to buy goods and services. 
Hi.storically, marketers were able to market products to the "housewife." Then 
came a clear separation between housewives and career-oriented women, who, 
more often than not, were single. In 1940, 27 percent of the female popula• 
tion was in the labor force; in 1960 that figure rose to 3Spercent. By 1981, 
52 percent of the female population was in the labor force (Statistical Ab-
stract of the US: 1982-83). Bureau of Labor statistics project that, by 
1995, 65 percent of all women will be in the workplace (Shellenbarger 1982). 
Bartos "(1978,1982) has identified four distinct segments in the women's mar-
ket: "stay at home" housewives, "plan to work" housewives, "career oriented" 
working women, and "just a job" working women. These groups shop differently, 
prefer different brands, and have different media habits. They . may also at-
tend to and react to advertising differently. 
Marketing to the Changing Woman 
In 1977, McCall (1977) labeled the working housewife as the "workwife" 
of life style, behavioral and attitudinal reasons. Yankelovich ( 1982) found 
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that only 25 percent of husband's disapprove of their wives working when eco-
nomics is not a problem compared to 78 percent disapproving not long ago. 
Yankelovich (1979) also monitored trends showing differences in attitudes 
and buying behavior of employed and non-employed women. Research illustrates 
differences in the happiness of working women and housewives (t-lomen 's Happi-
ness Study, 1979) and husbands of employed and non-employed women differ in 
the extent to which family orientation, career orientation and self confidence 
are important descriptors o.f their "ideal" woman (M~n '!;; Roles Study, 1981). 
Other research indicates that purchase behavior is often different be-
tween employed and non-employed women whether they are married or not. Mc-
Call's (1977) results show clear differences between housewives and workwives 
in the purchase of food, personal clothing, use of leisure time, independence 
as a purchaser and opinions and use of the media. More recent research chal-
lenges some of McCall's findings, indicating that many working women behave 
similarly to their housewife counterparts ("Dealing with Demands ••• ", 1982). 
Ashcraft ("Tracking Study .... '', 1982), however, found attitudinal and behavior.,. 
al difference.s between employed and non-employed women. 
Advertising to the Changing Woman 
lh.ere seems to be considerable confusion among marketers as to the most 
effective means of reaching the "women of the 1980s." Consider the following 
headlines: 
o "You'll Get 'em All If You Target Ads At Career Women" (1981) 
0 "Ads Glorifying Career 'Superwoman' Can Alienate Full-Time 
Homemakers'' ( 1981) 
o "Marketers -- All Women Aren't Sisters Under the Skin; 
Need Research to Hit 'Moving Target'" ( 1981) 
0 "The Newest Mass Market -- Women Go-Getters" (Nickles 1981) 
"Balancing Act in Women's Magazines: Walking a Thin Line, 
Publishers Have the Demanding Task of Keeping the Old 
Readers While Trying to Attract New Audiences" (Lentini 1981) 
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There is little agreement regarding the most effective advertising strategies 
for reaching the changing woman. Should marketers aim at career women, home-
makers or women in general in their advertising? Academics have addressed 
this and similar questions by studying the media habits of women as well as 
the portrayal of women in advertising. This research was particularly promi-
nent during the l9'70s. ·rt is highlighted, briefly, below. 
Douglas (1977) concluded that a woman's employment status has a limited 
impact on the frequency of magazine readership and the type of magazines read. 
However, Sosanie and Szybillo (1978) found married working women to be more 
frequent magazine readers and lower television viewers than non-~orking mar-
ried women. Venkatesh and Tankersley (1979) found the magazine readership 
characteristics of "feminist," "moderate" and "traditional" women to be sig-
nificantly different from each other. 
In content ·analysis studies, Courtney and Lockeretz (1971) examined print 
advertisements to see if sex role stereotypes, particularly occupational and 
non-working roles of men and women, could be identified. The aut.hors con-
cluded that, while fe~ individual advertisements could be considered depreca-
tory to women, the ads did fail to show the true range of women's roles. In a 
similar study, Se:ltton and Haberman (1974) concluded that little improvement 
was made in the portrayal of the range of women's roles over a decade's time 
period although some increase was noted in the number of women shown working. 
In a television-focused study, Schneider and Schneider (1979) concluded women 
were seen in more narrowly defined roles than men although some improvement 
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during the middle and late 1970s had been made. Kerin, et al. (1979) reviewed 
the research and cotnmentary on the use .and reaction to women in ads and pro-
jected that the range of role portrayals for both men and women will widen to 
reflect changes occurring in society. A recent study of 2,000 advertisements 
in four major women's magazines concluded that the portrayal of women did not 
change between 1960 and 1980 (Talmadge, 1982). 
In survey research, Sharits and Lammers (1982) concluded that women are 
portrayed more positively than men in television commercials, particularly 
during prime-time. Lundstrom and Sciglimpaglia (1977) surveyed the attitudes 
of men and women toward sex role portrayals in advertising and concluded that 
the benefits of produc-ts marketed to women must ·be in line with what is really 
considered important by them. Recently, BBDO conducted a study of the profes-
sional homemaker, including her attitudes tow.ard the portrayal of women in 
commercials. When asked about the emphasis on worKing women in commercials, 
48% of the homemakers felt they were emphasized the right amount while 34% 
felt there was too much emphasis on working women (The. Professional Homemaker 
1980). 
Sciglimpaglia, et al. (1979, 1980) studied "modern" and "traditional" 
women's attitudes toward 'sex role portrayals and suggested that the two groups 
do not differ significantly in their overall attitudes toward advertising but 
"modern" women had more negative attitudes toward current advertising directed 
toward or depicting women. Recently, Alreck, et al. (1982) investigated the 
effects of advertising "gendered" brands and concluded that women prefer femi-
nine brands but are accepting of masculine brands, where men prefer masculine 
brands but are not accepting of feminine brands. 
In some experimental work, Wortzel and Frisbie (1974) had women subjects 
"design" print ads and found that all of the women selected role preferences 
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on the basis of product function rather than on the basis of ideology. 
Whipple and Courtney (1980) studied consumers and practitioners and their re-
sults revealed that commercials portraying female models as working house-
wives, male models participating in household tasks, and female voice-overs 
were rated as being as effect! ve as matched commercials using more tradi tiona! 
portrayals. Generally, practitioners expected greater opposition to the tra-
di tiona! ads. 
The Need for More Evidence 
It is clear that marketers and advertisers are faced with contradictory 
evidence in how to do the most effective job in meeting the changing women's 
market. For instance, 1981 Bureau of Labor Statistics show the following pro-
portions of women in Bartos' (1982) categorizations discussed earlier: 
Stay at home housewives 
Career oriented 
Just a job 







These statistics indicate that half of today's women cannot be neatly catego-
rized into career or homemaker segments to which homogeneous themes can be ap-
plied. Advertisers have been targeting to the extremes of the homemaker and 
superwoman and missing the women in the middle ("Tracking Study ••• " 1982) • 
Responses from women indicate that advertisers may have not done a good job in 
reaching the changing market (Shellenbarger 1982) and it is becoming very dif-
ficult to stereotype the working woman (Kesler 1982). Only recently has the 
advertising industry begun to show progress in changing its advertising to 
women (Bralove, 1982, English 1983, Kesler 1982). 
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While there are opinions on how to re~ch the changing women's market 
(Bartos 1982), no study has investigated this issue from an experimental per-
spective. The purpose of this investigation was to respond to this need for 
further study of women and advertising vis-a-vis a laboratory experiment. 
This research sought to determine if subjects' desire to work resulted in dif-
ferential responses to experimental advertisements for a hypothetical magazine 
product. Rather than adhering to a dichotomous concept of career orientation 
-- women are either homemaker-oriented .2!. career-oriented -- women instead 
were seen as "more or less career oriented" (Richardson 1974). The subjects 
of the study were categorized as "Low Desire to Work," Moderate Iesire to 
Work," or "High Desire to Work" on the basis of their scores on Eyde 's (1962) 
Desire to Work Scale. Thus, the question for marketers is, are low, moderate 
and high "desire to work" women differentially impacted by advertising themes 
that stress career, home or neutral role orientations? In other words, are 
there clear market segments of women or do these segments tend to blend? 
METHOD 
Subjects 
Two hundred and forty nine subjects were selected for this study on the 
basis of judgment sampling procedures.* Since the study was exploratory in 
nature, purposively selecting subjects who could clarify the ambiguous nature 
of the group of women with "moderate desire to work" attitudes appears justi-
fied (Churchill 1979). Thus, samples of working and planning-to-work women 
were obtained from among the faculty, staff and graduate student bodies of two 
*An initial pilot study using simple random sampling procedures indicated 
a very low response rate (10%) due to the difficulty of finding adequate sub..-
samples of the women categories and the fact that women were requested to 
travel to a central location to view the experimental advertisements. 
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universities, a private one in the Southwest and a public one in the West. 
Samples of nonworking women were obtained through local churches and women's 
organizations, such as the American Association of University Women, in both 
geographical areas. Subjects were provided with a packet consisting of a bio-
graphical questionnaire, Eyde's Desire to Work scale, and a set of advertise-
ments with short attitudinal, behavioral intention, and ranking scales. These 
are discussed briefly below. 
Biographical Questionnairfa and W()rk Orientation Groups 
A nine-item Biographical Questionnaire was designed to gather basic demo-
graphic data. Three of these items were developed in order to generate work 
orientation classifications based on two considerations: 1) the respondents ' 
present employment status, or intended employment status within the next.3-S 
years and 2) whether respondents' considered their present work or intended 
work to be a "career" or a "job" (definitions for both terms were provided in 
the questionnaire).* Depending upon their responses to the three i terns, the 
respondents were classffied "Career-oriented," "Job-oriented" or "Home-
oriented.'' Women who responded that they were presently employed or intended 
to be employed within the next 3-5 years and considered that work to be a ca-
reer were categorized as "Career-oriented." Respondents were classified "Job-
oriented" if they were presently working, or intended to work within the next 
3-5 years and considered that employment to be a job. The "Home-oriented" 
group consisted of respondents who were not presently employed nor· did they 
*The purpose of developing these additional categories was to find a 
valid and briefer measure of career or work orientation than the longer inven-
tories which have been developed for that purpose·. 
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intend to be employed within. the next 3-5 years. Respondents within the old-
est age group (56 years and older) were excluded since their proximity to re-
tirement age might have confounded the classification of the work orientation 
patterns. 
Desire ~o Work Scale 
The Desire to Work Scale (Eyde 1962) was designed to measure women's ca-
reer motivation or commitment. Career motivation was assessed using seventeen 
different conditions under which women might work. The conditions varied 
along four different dimensions: mart tal status (married or single); presence 
!.!!!!. age of children; number of children and adequacy 9f hqsband 's salary. 
Eyde reported that these characteristics had been found to be related to wom-
en's work patterns, and whether they were in or out of the marketplace. Re-
cent studies (Huber and Spitze, 1981; Tinsley and Faunce, 1980; Yuen, Tinsley 
and Tinsley, 1980) confirm Eyde 's earlier findings that marital status, num-
bers and ages of children and husband's income continue to be related to the 
degree of women's work orientation. Subjects were a.sked to rate how much they 
would want to work under each condition using a f i ve-point Likert-type scale. 
For purposes of this study, the Desire to Work Scale was expanded to 
twenty items to include more finely differentiated conditions under which sin-
gle women might work. On the original scale only one of the seventeen condi ... 
tions pertained to the variable "single," and to that variable alone; the di-
mensions of "children" and "adequacy of income" were not included. The in-
vestigators felt that, today, a large number of single women have children to 
support and this justified creating items to reflect this single-support con-
dition . The varia ble, "household income-ade quate / i na de qua t e ," was also added 
since the adequacy of the single woman's household income to meet her needs 
might also influence a decision to work or not. 
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Eyde reasoned that the scores on each item should not be treated equally 
and simply summated to yield a total "desire to work" score since varying con-
ditions suggest varying degrees of the desire to work. For example, the work 
motives of a single woman with no children might vary in quality and quantity 
from those of a married woman with children. For these reasons, Eyde felt 
that the items on the scale should be differentially weighted according to the 
judged degree of work motivation shown when a woman works under each conditon. 
Since four new items on the Desire to Work Scale had been created for this 
study, criteria weights had to be assigned to those items. Using the same 
procedures for assigning weights that Eyde (1962) ·had employed, twenty female 
judges completed this task. Ten of the judges were working women, all but one 
college-educated, with an average age of 39. The remaining ten judges were 
nonworking women, three with some college education, seven with a high school 
degree, and an average age of 49. 
Table 1 summarizes the results of the 1983 ratings and compares them with 
data collected in 1961' (Eyde, 1962). Similar to Eyde's findings, the mean rat-
ings of the two groups of women were different. Composite mean ratings were 
Table 1 Here 
calculated for eac-h condition by obtaining the average between the mean rat-
ings of the two groups. The criterion weights were obtained by rounding-off 
the composite ratings. These weights were then used to calculate each sub-
ject's Desire to Work score. 
The revised Desire to Work Score (DWS) provided the main independent var-
iable for analysis in this paper. Relying on Bureau of Labor Statistics, 
Bartos ( 19'8"2) categorized 28 ·percent of women as "stay a·t home" housewives, 
22% as "career-oriented" and the 50 percent in the middle as "just a jobbers" 
10 
or "plan to workers." Using Bartos' categorizations as a guideline, the DWS 
scores in this study were grouped accordingly: The lowest 25 percent of the 
scores were classified "Low Desire to Work," the highest 25 percent were la-
beled "High Desire to Work," and the middle 50 percent were classified "Mod-
erate Desire to Work." Obviously, the analysis of DWSs was highly dependent 
on the correct classification of the subjects. To validate the classifica-
tion, sensitivity analyses were run by adjusting the distribution of subjects' 
DWSs by multiples of 10 points in upward, (7%, 14%, 21%, and 28%) and downward 
(7% and 14%) directions. The direction and significance of the results re-
mained unchanged. 
The validity of the Desire to Work categories was also cheeked against 
the three Work Orientation groups which had been generated by certain demo-
graphic items. Results of a chi square analysis revealed significant differ-
ences (X2= 19.27 ,.d.f .==4, p<.Ol) among the Work Orientation ~roups by Desi.:te to 
Work categories. Post hoe tests indicated that significantly tnore Career-" 
oriented respondents scored within the High Desire to Work category than in 
the Low Desire to Work category. The Home-oriented respondents were signifi-
cantly more ·likely to fall within the Low and Moderate Desire to Work catego-
ries than in the High Desire to Work category. In fact, no Home-oriented re-
spondents fell within the High Desire to Work category. Although there were 
no significant differences among Desire to Work categories for the Job-
oriented respondents, the distribution of cases was in the expected direction, 
with the largest percentage of Job-oriented respondents falling within the 




The experimental advertisements were professionally produced by an adver-
tising .agency in the Southwest (see the Appendix). Along with the adver-
tisements, subjects were told that a new magazine, WOMAN, was being marketed 
and three different appeals were being tested. One advertising appeal, to ca-
reer women, suggested the magazine was a business partner. The ad showed the 
model resting on an appointment calendar open to a page with appointments such 
as "Board Meeting" and "Review ADC Contract." The headline "Career Partner" 
appeared between the photograph and the copy. The copy further emphasized the 
career theme. Another ad, appealing to the housewife, suggested that the mag-
azine was a household partner. The· same magazine appeared next to a cup of 
coffee with the headline "Homemaker's Helper." The copy of the ad varied from 
the previous version only in its emphasis on the homemaker rather than the ca-
reer woman. The third, "Generic" ad, appealed to women because they are women 
irrespective of their home/career orientation. The magazine appeared on a 
blank background with the headline ''Woman's Best Friend." The advertising 
copy was neutral in appeal to women. The three advertisements were designed 
to be identical in all · aspects other than the appeal's target audience (career 
woman, housewife, generic). The order of the advertisements was varied ran-
domly. 
Subjects also were randomly divided with respect to the order in which 
they completed the instrumentation. Half of the subjects were asked to first 
read the the three advertisements. and then complete the last part of the ques-
tionnaire that measured their attitudes and intended behavior toward the ads 
and the hypothetical magazine. These subjects were then asked to complete the 
first four parts of the ques t ionnaire eliciting desire to work, attitude to-
wards women and demographic data. The other half of the subjects were asked 
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to complete the first four parts of the questionnaire, read the advertisements 
and then complete the last part of the questionnaire which, again, measured 
the subjects' attitudes toward the ads and intended buying behavior of the 
magazine. There were no order effects (X2=t.37, 2 d.f., p=.50). 
Measures 
The analyses used women's classification of "high," "moderate," or "low" 
desire to work (determined by Eyde's scores) as the independent variable. ne ... 
pendent variables were measures of the extent to which each ad appealed to the 
subject, reflected her interests and motivated her to say she would buy the 
magazine. The dependent variables measured two (affect and conation) of the 
three traditional stages of the familiar hierarchy of effects framework. Cog-
nition, the third stage, was not measured due to the immediacy of the response 
after observation of the ads by the subjects. Recall tends to be artificially 
high in these cases. 
The remainder of this paper presents the findings of the experiment and 
discusses their implicationa and limitations. 
FINDINGS 
Table 2 presents a summary of the demographic characteristics of the sub-
jects in the study. As can be seen, almost 64 percent of the women were mar-
ried. A little more than a third of the sample had no children, slightly less 
than forty percent had one or two children and approximately twenty-five per-
cent had three or more children. Thirty percent of the sample were under 30 
years of age while almost 15 percent were 56 or older. Forty percent of the 
women subjects were employed full time and 36 percent were not working at all. 
Almost 28 percent of the subjects indicated that they were primarily house-
wives and 28 percent indicated that they were professionals. Eighteen percent 
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of the sample were co~~tprised of students. As indicated earlier, the sample 
was not a random one but was chosen so that each of these employment groups 
would .be adequately represented. 
Table 2 Here 
Table 3 presents the results of the MANOVA, ANOVA* and Sheffe multiple 
range analyses regarding the subjects' impressions of the three advertisements 
and intentions to buy the hypothetical magazine. For the Homemaker's Helper 
ad, the MANOVA was significant (p<.003) as were the ANOVAs on all three mea-
sures. Women classified as low in their desire to work found the homemaker 
theme more appealing than did either the moderate or high groups. As. would be 
expected, the High Desire to Work women found this ad the least appealing. 
The same findings held for the measure of interest. Low Desire to Work women 
found the homemaker ad more reflective of their interests than either the 
Moderate or High Desire to Work women. Regarding intentions to buy, High De-
sire to Work women were least likely to buy with Moderate and Low Desire women 
almost equally likely to buy the magazine. 
Table 3 Here 
---~--· -
The MANOVA for the more neutral ad, Woman's Best Friend, was insignifi-
cant. However, the means indicate that the Moderate Desire to Work women 
found the neutral ad to be more appealing and reflective of their interests 
than indicated by the other two groups. Moderate women also indicated a 
;~By ·.desi-gn., ,all of the :subjects observed all ··t.h:r:ee .• adve,rtisements, thus 
the assumption of independence across ad types was not met and 2-way ANOVA 
·would be an inappropriate analytical technique. For this reason, ONE...;.WAY 
ANOVA was conducted. 
higher intention to buy than either of the other two categories of women. 
Since MANOVA was insignificant, individual ANOVAs were not run. 
The MANOVA for the Career Partner ad was significant (p<.001). 
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Individual ANOVAs were also significant and illustrated that High Desire to 
Work women found this ad more appealing, reflective of their interests and 
persuasive than either of the other two groups of women. Low Desire to Work 
women rated all three measures the lowest. The Sheffe analysis indicates the 
separation of means at the alpha = .05 level. These findings and limitations 
of the study are discussed below. 
DISCUSSION 
The Desire to Work Scale was used as a psychographic variable for segmen-
tation purposes in this study. This represents a new application of this 
scale. Previous studies have found the Desire to Work Scale to be an effec-
tive means of distinguishing groups of women having d.ifferent val.ues and at-
titudes, toward work and home. For example, Eyde (1962) found that women in 
her Upper (Half) Desire to Work group valued the homemaker role less highly, 
and fewer ol them adhered to the traditional belief that a woman's place is in 
the home than the LOwer (Half) Desire to Work sample. Moreover, the Upper De-
sire to Work group was more likely to consider their employment a career, not 
a job. Other studies have also demonstrated that the Desire to Work Scale can 
identify homemaker and career oriented women who can be differentiated on the 
basis of their values, their endorsed degree of feminine interests, and their 
roles (Munley 1974, Rand 1968, Richardson 1974). 
The results of this study indicate that the Desire to Work Scale can be 
an effective way to segment the women's market for the product category stud-
ied. "Low Desire to Work" and "High Desire to Work" represented significantly 
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different segments in terms of their attitudes and intended behavior toward 
two of the advertisements: the homemaker-oriented ad and the career-oriented 
ad. As expected, the homemaker ad appealed more to the Low Desire to Work 
group while the career ad had more appeal for the High Desire to Work group. 
Apparently, the headline, "You' 11 Get 'em All If You Target Ads at Career Wom-
en" appearing in a 1981 Marketing News is incorrect for the women in this 
study. 
For the women falling in the middle of these two segments, the Moderate 
Desire to Work group, there is no distinct pattern of response. At times, 
·ehe'ir ~-ri:!'!:pottse's mirror those of· 'the ·tow Desire to ·work group while at o·ther 
times, their responses blend with those of the High Desire to Work women. 
Therefore, marketers cannot assume that this segment of women will behave con-
sistently like career women or homemakers. 
Wltat is clear from the findings in this stuay is that advertisers who use 
career themes to attract women run the risk of missing those women who do not 
have a high desire to work. On the other hand, advertisers appealing to home-
makers may face the risk of missing women who have more than just a low desire 
to work. While s~tistical analyses could not compare ampng the three ads, 
the means themselves indicate that the more neutral advertising theme, Women's 
Best Friend, might be the most appropriate theme for capturing the largest 
proportion of the women's market when specific homemaker or career segments 
are not sought. This suggestion is substantiated, in part, by the earlier 
analyses which indicate that Moderate Desire to Work wo1ilen sometimes reflect 
the attitudes of High Desire to Work women and at other times Low Desire to 
Work women when evaluating the three advertising themes. 
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The limitations of the study are as follow. First, as mentioned earlier, 
the sample is not a random one, therefore, one should be cautious in project-
ing the results to the population as a whole. However, the purpose of the 
study was to examine the relationship between women's attitudes toward working 
and their attitudes and intended behavior toward various advertisements, not 
to examine the composition of attitudes toward ads in the population as a 
whole. Therefore, a judgement sample seems appropriate. 
A second limitation is that only one product, a magazine, was used in the 
analysis. This was done to make the experiment length manageable and to keep 
down the costs associated with the professional production of multiple ads for 
mul.tiple products. 
A third limitation concerns the usual generalizability issues surrounding 
a laboratory experiment. The advertisements were not competing with other ads 
for the reader's attention and actual purchase of the product could not occur. 
However, an experiment was chosen so that competing advertising messages could 
be controlled to more aceurately examine the effect of the three experimental 
advertising messages. Despite these limitations, the study offers interesting 
insights to the issue of women's desire to work and consequent responses to 
different advertisements. 
This study was exploratory and the results sug.gest avenues of future re-
search. '!'be use of The Desire to Work Scale in a marketing setting indicates 
its potential use as a segmentation tool. Therefore, the study described here 
should be duplicated using other product types to determine if the results 
found here are generalizable aeross product categories. Further, the use of 
The Desire to Work Scale should be examined in other areas of marketing where 
the changing roles of women may be affecting attitudes and behavior, such as 
retail store selection and brand loyalty. Finally a design to allow for the 
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statistical comparison among ad types would be beneficial in aiding marketers 
and advertisers in more effectively reaching women. 
In conclusion, the women's market has changed over time and marketers 
would be well advised to study the changes and alter their advertising to re-
flect them. This study has examined one aspect of the changes taking place: 
alternative career/home orientations of women. It is app.arent that segments 
exist within the women's market with some distinct attitudes toward the por-
trayal of women in advertisements. It is also apparent that marketers no lon-
ger have the luxury of developing and marketing products to the "housewife." 
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TABLE 1 
Twenty Judges' Ratings of the Strength of "Desire to.Work," Revised Desire to Work Scale 
1. Single; no children; household income not adequate. 
2. Single; no children; household income adequate. 
3. Single; child(ren); household income not adequate. 
4. Single; child(ren}; household income adequate. 
5. Married; no child(ren}; husband's salary adequate. 
6. Married; no child(ren); husband's salary not 
adequate. 
7. Married; one child between 1 month & ·2 years; 
husbands salary adequate. 
8. Married; 2 or more children between 1 month & 2 
years; husband's salary adequate. 
9. Married; one child between 1 month & 2 years; 
husband's salary not a.dequate. 
10. Married; 2 or more children between 1 month & 2 
years; husband's salary not adequate. 
11. Married; one child between 2 & 4 years; husband's 
salary adequate. 
12. Married; 2 or more children between 2 & 4 years; 
husband's salary adequate. 



























































TABLE 1 cont. 
Mean rating of Mean rating of Composite Rounded-off 
working women nonworking women mean rating criterion 
(N-10) (N-10) (N-20) weights 
13. Married; 2 or more children between 2 & 4 years; 
salary of husband not adequate. 2.8 3.0 2.9 3 
14. Married, 2 or more children between 2 & 4 years; 
salary of husband not adequate. 2.8 3.3 3.1 3 
15. Married; one child between 4 & 6; salary of 
husband adequate. 3.1 4.8 4.0 4 
16. Married; 2 or more children between 4 & 6 years; 
salary of husband not adequate. 3.2 4.9 4.1 4 
17. Married; one child between 4 & 6 ye~~s; salary 
of husband not adequate. 2.4 3.1 2.8 3 
18. Married; 2 or more children between 4 & 6 years; 
· salary of husband not adequate. 2.4 3.2 2.8 3 
19. Married; child(ren) between age 6 & 12 2.7 4.7 3.9 4 
20. Married; child(ren) between 13 & 19 2.0 3.7 2.9 3 
TABLE 2 
Demographic Characteristics of Subjects 




Number of Children (N=244) 
0 
1 or 2 
3 or > 
Subject's Age (N=246) 
30 and under 
31-40 
41-55 
56 and older 









Full time 39.8% 
Part-time 24.0% 
Not Working 36.2% 












Multivariate and Univariate Analyses of Variance 
Career Orientation (Based on Desire to Work Scores) 
F 
Univariate Prob-




erate High F-Value abil- Contrasts(&) 
ity 
(62) (126) (61) 
Mean (S.D.) Mean (S.D.) Mean (S.D.) 
Ad appeals to me 1.86 
Ad reflects my interest 1. 95 
I would buy magazine 1.44 
MANOVA: F•3.42; p(.Q03 
Neutral Career Ad 
(Woman's Best Fri.ertd) 
Ad appeals to me 2.13 
Ad reflects my interest 2.03 
I would buy magazine 1.55 
MANOVA: F•1.38; p<.220 
Hi.gh Career Ad 
(Career Partner) 
Ad appeals to me 1. 75 
Ad reflects Til'/ interest 1.70 
I would buy magazine 1.37 
MANOVA: F•4.94; p<.001 
(.955) 1.59 (.817) 1.33 f.651) 
(.955) 1.67 (.884) 1.41 (.761) 
(.726) ' 1.45 (.710) 1.21 (~487) 
(.911) 2.17 (.928) 2.03 (.912) 
(.956) 2:14 (.943) 1.97 (.894) 
(.790) 1.84 (.840) 1.61 (.802) 
(.876) 2.09 (.948) 2.52 (.813) 
(.908) 2.04 (.933) 2.38 (.885) 







(a) Based on Scheffe and an alpha ... 05, t.he contrasts can be interpreted in 
the following way: 
HDW: ~. LDW ,. The high desire to work mean is significantly different 







HDW: MDW, LDW 
HDW: MDW, LDW 
HDW: LDW, MDW 
LDW: . HDW 




Hypothetical Magazine Advertisements 
----- ·- --- -·--
Introducing a companion that can help every moth-
er and housewife remember shes also a woman. A 
companion thats understanding, insightful. funny and 
full of information. A friend you'll enjoy spending a lot of 
time with week after week. WOMAN MAGAZINE. 
Every week WOMAN MAGAZINE shares the 
.JateSt.nevvs fr.omar;ound the world with women read-
ers. Plus articles oli fashion, health. sex. marriage. chil-
dren. money matters, travel and a variety of suQjects 
that interest women. 
\\OMAN MAGAZINE is written for women. By 
HELPER 
women. And now you can get to know WOMAN MAGA-
ZINE for the special introductory price of just 79C an 
issue. a savings of almost 50% off the $150 cover 
price. So why not introduce yourself to a friend who can 
help you as a mother. a housewife and a woman? Call 
the toll-free number below. and order your subscription 
to WOMAN MAGAZINE. today. 
To order call toll-free 
1-800-392-2000 
._,5 BEST FRIEND 
Heres your chance to introduce yourself to a brand 
nf!N friend. A friend thats understanding. insightful. 
funny and full of information. A companion you'll enjoy 
spending a lot of time with week after week. WOMAN 
MAGAZINE. 
Every week WOMAN MAGAZINE shares the latest 
news· from around the world with women readers. 
Plus articles on fashion. health. sex. marriage. children, 
money matters, travel and a variety of suQjects 
that interest women. 
OOMAN MAGAZINE is writen for women. By 
women. And now you can get to know WOMAN MAGA-
ZINE for the special introductory price of just 79C an 
issue, a savings of almost 50% off the $1.50 cover 
price. So why not introduce yourself to a new friend? 
call the toll-free number below. and order your sub-
scription to WOMAN MAGAZINE. today. 
To order call toll-free 
1-800-392-2000 
CAREER PARTNER 
Introducing the perfect partner for the profes-
sional or business woman whos not all business. A part-
ner thats understanding. insightful. funny and full of 
information. A colleague you'll enjoy spending a lot of 
time with week after week WOMAN MAGAZINE. 
Every week WOMAN MAGAZINE shares the latest 
· ~ !Jews f~7Qm:aroond,, tJile,Wor;;JcLwith women readers. 
PJus articles on fashion. health, sex. marriage. children. 
money matters, travel and a variety of subjects 
that interest women. 
OOMAN MAGAZINE is written for women. By 
women. And now you can get to know WOMAN MAGA-
ZINE for the special introductory price of just 79C an 
issue. a savings of almost 50% off the $1.50 cover 
price. So why not introouce yourself to a companion 
who can talk to you as a professional woman. And 
woman to woman. call the toll-free number below. and 
order,your subscription to WOMAN MAGAZINE. today. 
To order call toll-free 
1·800-392·2000 
The following papers are currently available in the Edwin L. Cox School of 
Business Working Paper Series. 
79-100 "MicrodataFile Merging Through Large-Scale Network Technology," by 
Richard S. Barr and J. Scott Turner 
79-101 "Perceived Environmental Uncertainty: An Individual or Environmental 
Attribute," by Peter Lorenzi, Henry P. Sims, Jr., and John W. Slocum, 
Jr. 
79-103 "A Typology for Integrating Technology, Organization and Job Design," 
by John W. Slocum, Jr., and Henry P. Sims, Jr. 
80-100 "Implementing the Portfolio (SBU) Concept," by Richard A. Bettis and 
William K. Hall 
80-101 "Assessing Organizational Change Approaches: Towards a Comparative 
Typology," by Don Hellriegel and John W. Slocum, Jr. 
80-102 "Constructing a Theory of Accounting-An Axiomatic Approach," by 
Marvin L. Carlson and James W. Lamb 
80-103 ''Mentors & Managers," by Michael E. McGill 
80-104 "Budgeting Capital for R&D: An Application of Option Pricing," by 
John W. Kensinger 
80-200 "Financial Terms of Sale and Control of Marketing Channel Conflict," 
by Michael Levy and Dwight Grant 
80-:300 "Toward An Optimal Customer Service Package," by Michael Levy 
80-301 "Controlling the Performance of People in Organizations," by Steven 
Kerr and John W. Slocum, Jr. 
80-400 "The Effects of Racial Composition on Neighborhood Succession," by 
Kerry D. Vandell 
80-500 nstrategies of Growth: Forms, Characteristics and Returns," by 
Richard D. Miller 
80-600 "Organization Roles, Cognitive Roles, and Problem-Solving Styles," 
by Richard Lee Steckroth, John W. Slocum, Jr., and Henry P. Sims, Jr. 
80-601 "New Efficient Equations to Compute tlte Present Value of Mortgage 
Interest Payments and·Accelerated Depreciation Tax Benefits," by 
Elbert B. Greynolds, Jr. 
80-800 "Mortgage Quality and the Two-Earner Family: Issues and Estimates," 
by Kerry D. Vandell 
80-801 "Comparison of the EEOCC Four~Fifths Rule and A One, Two or Three a 
Binomial Criterion," by Marion Gross Sobol and Paul Ellard 
80-900 "Bank Portfolio Management: The Role of Financial Futures," by 
Dwight M. Grant and George Hempel 
80-902 "Hedging Uncertain Foreign Exchange Positions," by Mark R. Eaker and 
Dwight M. Grant 
80-110 "Strategic Portfolio Management in the Multibusiness Firm: An 
Implementation Status Report," by Richard A. Bettis and William K. 
Hall 
80-111 "Sources of Performance Differences in Related and Unrelated Diversi-
fied Firms,'' by Richard A. Bettis 
80-112 "The Information Needs of Business With Special Application to 
Managerial Decision Making," by Paul Gray 
80-113 "Diversification Strategy, Accounting Determined Risk, and Accounting 
Determined Return," by Richard A. Bettis and William K. Hall 
80-114 "Toward Analytically Precise Definitions of Market Value and Highest 
and Best Use," by Kerry D. Vandell 
80-115 "Person-Situation Interaction: An Exploration of Competing Models 
of Fit," by William F. Joyce, John W. Slocum, Jr., and Mary Ann 
Von Glinow 
80-116 "Correlates of Climate Discrepancy," by William F. Joyce and John 
Slocum 
80-117 "Alternative Perspectives on Neighborhood Decline," by Arthur P. 
Solomon and Kerry D. Vandell 
80-121 "Project Abandonment as a Put Option: Dealing with the Capital 
Investment Decision and. Operating Risk Using Option Pricing Theory," 
by John W. Kensinger 
80-122 "The Interrelationships Between Banking Returns and Risks," by George 
H. Hempel 
80-123 "The Environment For Funds Management Decisions In Coming Years," by 
George H. Hempel 
81-100 "A Test of Gouldner's Norm of Reciprocity in a Commercial Marketing 
Research Setting," by Roger Kerin, Thomas Barry, and Alan Dubinsky 
81-200 "Solution Strategies and Algorithm Behavior in Large-Scale Network 
Codes," by RichardS. Barr 
81-201 "The SMU Decision Room Project," by Paul Gray, Julius Aronofsky, 
Nancy W. Berry, Olaf Helmer, Gerald R. Kane, and Thomas E. Perkins 
81-300 "Cash Discounts to Retail Customers: An Alternative to Credit Card 
Performance," by Michael Levy and Charles Ingene 
81-400 "Merchandising Decisions: A New View of Planning and Measuring 
Performance," by Michael Levy and Charles A. Ingene 
81-500 ''A Methodology for the Formulation and Evaluation of Energy Goals 
and Policy Alternatives for Israel,'' by Julius Aronofsky, Reuven 
Karni, and Harry Tankin 







"Managerial Uncertainty and Performance," by H. Kirk Downey and 
John W. Slocum, Jr. 
"Compensating Balance, Rationality, and Optimality," by Chun H. Lam 
and Kenneth J. Boudreaux· 
"Federal Income Taxes, Inflation and Holding Periods for Income-
Producing Property," by William B. Brueggeman, Jeffrey D. Fisher, 
and Jerrold J. Stern 
"The· Chinese-U.S. Symposium On Systems Analysis,'' by Paul Gray and 
Burton V. Dean 
"The Sensitivity of Policy Elasticities to the Time Period Examined 
in the St. Louis Equation and Other Tests,'' by Frank J. Bonello and 
William R. Reichenstein 
81-900 "Forecasting Industrial Bond Rating Change_s: A Multivariate Model," 
by John W. Peavy, III 
81-110 "Improving Gap Management as a Technique for Reducing Interest Rate 
Risk,'' by Donald G. Simonson and George H. Hempel 
81-111 "The Visible and Invisible Hand: Source Allocation in the Industrial 
Sector," by Richard A. Bettis . and C. K. Prahalad 
81-112 "The Significance of Price-Earnings Ratios on Portfolio Returns," by 
John W. Peavy, III and David A. Goodman 
81-113 "Further Evaluation 9f Financing Costs for Multinational Subsidiaries," 
by Catherine J. Bruno and Mark R. Eaker 
8.1-.114 "Seven Key Rules fo-r Success-ful - Stock Marke-t Speculation," by David 
Goodman 
81-115 "The Price-Earn.ings Relative as an Indicator of Investment Returns," 
by David Goodman and John W. Peavy, III 
81-116 "Strategic Management for Wholesalers: An Environmental Management 
Perspective," by William L. Cron and Valarie A. Zeithaml 
81-117 "Sequential Information Dissemination and Relative Market Efficiency," 
by Christopher B. Barry and Robert H. Jennings 
81-118 "Modeling Earnings Behavior," by Michael F. van Breda 
81--119 "The Dimensions of Self-Management," by David Goodman and Leland M. 
W:ooton 
81-120 "The Price-Earnings Relatives ..,. A New Twist to the Low-Multiple Strategy," 
by David A. Goodman and John W. Peavy, III 
82-100 11Risk Considerations in Modeling Corporate Strategy," by Richard A. 
Bettis 
82-101 "Modern Financial Theory~ Corporate Strategy, and Public Policy: 
Three Conundr~s," by Richard A. Bettis 
82-102 "Children's Advertising: The Differential Impact of Appeal Strategy," 
by Thomas E. Barry and Richard F. Gunst 
82-103 "A Typology of Small Businesses: Hypothesis and PreliminaryStudy," 
by Neil C. Churchill and Virginia L. Lewis 
82-104 "Imperfect Information, Uncertainty, and Credit Rationing: :A Comment 
and Extension," by Kerry D. Vandell 
82-200 "Equilibrium in a Futures Market," by Jerome Baesel and Dwight Grant 
82-201 "A Market Index Futures Contract and Portfolio Selection," by Dwight 
Grant 
82-202 "Selecting Optimal Portfolios with a Futures Market in a Stock Index," 
by Dwight Grant 
82-203 ''Market Index Futures Contracts: Some Thoughts on Delivery Dates," 
by Dwight Grant 
82.,..204 "Optimal Sequential Futures Trading," by Jerome Baesel and Dwight 
Grant 
82-300 "The Hypothesized Effects of Ability in the Turnover Process," by 
Ellen F. Jackofsky and Lawrence H. Peters 
82-301 "Teaching a Financial Planning Language as the Prirtcipal Computer 
Language for MBA's," by Thomas E. Perkins and Paul Gray 
82-302 "Put Budgeting Back Into Capital Budgeting," by Michael F. van Breda 
82-400 "Information Disseiilination and Portfolio Choice," by Robert H. Jennings 
and Christopher B. Barry 
82-401 "Reality Shock: The Link Between Socialization and Organizational 
Commitment," by Roger A. Dean 
82-402 · "Reporting on the Annual Report;" by Gail E. Farrelly and Gail B. ~lright 
82-403 "A Linguistic Analysis of Accounting," by Gail E. Farrelly 
82-600 "The Relationship Between Computerization and Performance: A Strategy 
for Maximizing the Economic Benefits of Computerization," by William 
L. Crtm and Marion G. Sobol 
82-601 . "Optimal Land Use Planning," by Richard B. Peiser 
82-602 "Variances and Indices," by Michael F. van Breda 
82-603 "The Pricing of Small Business Loans," by Jonathan A. Scott 
82-604 ''Collateral Requirements and Small Business Loans," by Jonathan A. Scott 
82-605 "Validation Strategies for Hultiple Regression Analysis: A Tutorial," 
by Marion G. Sobol 
82-700 "Credit Rationing and the Small Business Community," by Jonathan A. 
Scott 
82-701 "Bank Structure and Small Business Loan Markets," by William C. 
Dunkelberg and Jonathan A. Scott 
82-800 "Transportation Evaluation in Community Design: An Extension with 
Equilibrium Route Assignment," by Richard B. Peiser 
82-801 "An Expanded Commercial Paper Ratlng Scale: Classification of 
Industrial Issuers," by John W. Peavy, III and S. Michael Edgar 
82-802 "Inflation, Risk, and Corporate Profitability: Effects on Common 
Stock Returns," by David A. Goodman and John w. Peavy, III 
82-803 "Turnover and Job Performance: An Integrated Process Model," by 
Ellen F. Jackofsky 
82-804 "An Empirical Evaluation of Statistical Matching Methodologies," by 
:1Qehard .s. Banr., ·Wii!lliam ·H. Stewar;t.; rand John Scott ·Turner 
82~805 "Residual Income Analysis: A Method of Inventory .Investment Alloca-
tion and Evaluation," by Michael Levy and Charles A. Ingene 
82..,.806 "Analytical Review Developments in Practice: Misconceptions, Poten-
tial Applications, and Field Experience," by Wanda Wallace 
82-807 "Using Financial Planning Languages for Simulation," by Paul Gray 
82-808 "A Look at How Managers' Minds Work," by John W. Slocum, Jr. and 
Don Hellriegel 
82-900 ''The Impact of Price Earnings Ratios on Portfolio Returns," by John 
W. Peavy, III and David A. Goodman 
82--901 "Replicating Electric Utility Short-Term Credit Ratings," by John W. 
Peavy, III and S. Michael Edgar 
82-902 "Job Turnover Versus Company Turnover: Reassessment of the March 
and Simon Participation Model," by Ellen F. Jackofsky and Lawrence 
H. Peters 
82-903 "Investment Management by Multiple Managers: An Agency-Theoretic 
Explanation," by Christopher B. Barry and Laura T. Starks 
82-904 "The Senior Marketing Officer- An Academic Perspective," by James 
T. Rothe 
82-905 ''The Impact of Cable Television on Subscriber and Nonsubscriber Be-
havior," by James T. Rothe, Michael G. Harvey, and George C. Michael 
>S·~a..,JsaO '!Reasons •fior ·Qtil.:t:tt>.in:g: A Comp·~:nt:iiis·on o:f Part-'Time and Full-Time 
Employees," by James R. Salter, Lawrence H. Peters, and Ellen F. 
Jackofsky 
82-111 ''Integrating Financial Portfolio Analysis with Product Portfolio 
Models," by Vijay Mahajan and Jerry Wind 
82-112 "A Non-Uniform Influence Innovation Diffusion Model of New Product 
Acceptance," by Christopher J. Easingwood, Vijay Mahajan, and Eitan 
Muller 
82-113 "The Acceptability of Regression Analysis as Evidence in a Courtroom -
Implic,a.tions for the Auditor," by Wanda A. Wallace 
82-114 "A Further Inquiry Into the Market Value and Earnings' Yield Anomalies," 
by John W. Peavy, III and David A. Goodman 
82-120 "Compensating Balances, Deficiency Fees and Lines of Credit: An Opera-
tional Model," by Chun H. Lam and Kenneth J. Boudreaux 
82-121 "Toward a Formal Model of Optimal Seller Behavior in the Real Estate 
Transactions Process," by Kerry Vandell 
82-122 "Estimates of the Effect of School Desegregation Plans on Housing 
Values Over Time," by Kerry D. Vandell and Robert H. Zerbst 
82--123 "Compensating Balances, Deficiency Fees and Lines of Credit," by Chun 
H. Lam and Kenneth J. Boudreaux 
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